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TIE knowledge of marketing, its principles, strategies, nd consumer behaviour is certainly incomplete without sound background in marketing research. I am 
convinced through my many years of experience in teaching 
and research in Nigeria and abroad that the inability of 
marketing managers and practitioners to perform their 
functions creditably can be attributed to their inefficiency 
in the knowledge of marketing research, its theories and 
practice. In other words, I strongly believe that there is a 
strong correlation between a marketing practitioner's level 
of knowledge of marketing research and his level of 
performance in the general marketing functions. And this 
relationship is direct and positive. 
Marketing research provides organizational players the 
necessary tools for articulating and initiating sound 
marketing strategies in a highly competitive marketing 
environment, locally and internationally. I perceive 
marketing research as the most important area ofthe generic 
marketing functions. That the subject of Marketing is replete 
with a large number of publications in the specialized area 
of Marketing Research testifies to its uniqueness; hence, this 
publication. 
Marketing Research for Excellence is a welcome and timely 
addition to marketing literature. In this book, the author, 
Dr. Samson Ibidunni, has demonstrated a clear knowledge 
of the subject. The peculiarity of this publication is the 
inclusion of the "state-of-the-art'' techniques of the subject 
xiii 
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Preface 
TIRO UGH the opportunity God gave me from 1993 to1997 o work as Market Research Manager at International ata Management Services Limited (IDMSL), a division 
ofthe Tower Aluminium Group, in the course of my marketing 
career, I was able to appreciate the gateway status of 
marketing research among other programmes of marketing 
and its significance in the life of business organizations, be 
they service or manufacturing. Since I joined the academia 
in 1999, I have taught marketing research with passion. Some 
local textbooks available hardly differentiate between 
marketing research and research methodology. For this reason 
and to appropriately place the knowledge, I decided to write 
this book. 
Marketing Research for Excellence is a sixteen-chapter 
textbook written to satisfy the yearning of both academics 
and professionals/practitioners. While it is written in simple 
language, the chapters follow logically and sequentially, 
making it easy for all concerned to understand and follow. 
Students at undergraduate and postgraduate levels in 
Nigerian universitie·s will find the book extremely useful as 
it covers the entire marketing research course outlines 
specified by the National Universities Commission (NUC). 
National Diploma II (ND II) students of Business Adminis-
tration and Marketing in Nigerian polytechnics and colleges 
of technology will benefit immensely too from using the book 
just as it is relevant also to professional institutes because it 
takes their syllabus into consideration. The book also takes 
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OUT of my eighteen years cognate experience in marketing practice generally in both multinational and indigenous companies, five were spent on marketing 
research studies. I consider it desirable therefore to put on 
paper some acquired knowledge on this important aspect of 
marketing for the benefit of students and other stakeholders. 
In trying to accomplish this, my thanks go first to Almighty 
God who gave me the ability. I also owe a debt of gratitude to 
Dr Chris A. Bolu, Managing Director, International Data 
Management Services Limited (IDMSL), Ikeja, who brought 
me on board and took me through the rudiments and 
technicalities of marketing research, giving me, to boot, the 
required computer training. Prof. Nnamdi Asika who, apart 
from accepting to write the foreword for this book, without a 
hint of the fact that it is being dedicated to him, encouraged 
and supported my market research studies by proffering 
useful suggestions and solutions anytime I called for his 
assistance. 
I heartily appreciate Prof. Sunday Oyewole Otokiti of 
Covenant University, who inspired and encouraged me to 
put the manuscript together. May the Lord continue to uplift 
him. I thank Dr. 0. J. K. Ogundele ofLagos State University, 
Department of Business Administration and Management 
Technology, Ojo, in 2003 picked me up as a relatively fresh 
academic and encouraged me to go into journal and book 
writing. This academic orientation greatly assisted in 
concluding my Ph.D. research studies in Marketing. Mr Tosin 
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m a r k e t i n g  r e s e a r c h  5 2 ,  5 8  
I n t e r n a l  c o n t i n u o u s  d a t a ,  i n  m a r k e -
t i n g  i n f o r m a t i o n  s y s t e m  2 1 4  
I n t e r n a l  d a t a ,  i n  d e s i g n  o f  
m a r k e t i n g  r e s e a r c h  6 5 ,  6 6 ,  6 7  
I n t e r n a l  s u p p l i e s ,  a s  s t a k e h o l d e r  
i n  m a r k e t i n g  r e s e a r c h  3 6  
I n t e r n a l  v a l i d i t y ,  i n  q u a n t i t a t i v e  
m a r k e t i n g  r e s e a r c h  1 8 0  
I n t e r n e t  s u r v e y ,  i n  m a r k e t i n g  
r e s e a r c h  7 8 ,  7 9  
I n t e r v a l  s c a l e ,  i n  q u a n t i t a t i v e  
m e a s u r e m e n t  8 7 ,  9 1 ,  9 2  
I n t e r v i e w ,  a s  t o o l  i n  d a t a  c o l l e c t i o n  
1 3 9 ,  1 4 0 ;  t e c h n i q u e s  i n  1 4 2  
t y p e s  o f  1 4 0 ;  b i a s  i n  1 4 8 , 1 4 9  
I n t e r v i e w e r  ( T h e ) ,  a s  s o u r c e  o f  
e r r o r  i n  i n t e r v i e w  p r o c e s s  1 4 8 ,  
1 4 9 , 1 8 1  
a t t r i b u t e s  o f  1 4 3 ,  1 4 5 ,  1 4 6  
e f f e c t s  o f ,  o n  i n t e r v i e w  p r o c e s s  
1 4 7  
I n t r o d u c t i o n ,  a s  c o m p o n e n t  o f  
m a r k e t i n g  r e s e a r c h  2 2 5  
I n v e s t i g a t i o n ,  m o d e l  o f ,  i n  
m a r k e t i n g  r e s e a r c h  5 0 , 5 1  
L a b o r a t o r y  e x p e r i m e n t s ,  i n  
m a r k e t i n g  r e s e a r c h  m e t h o d o -
l o g y 6 8 ,  6 9  
L a b o r a t o r y  s h o p ,  a s  t e c h n i q u e s  i n  
m a r k e t i n g  r e s e a r c h  1 3 1 ,  1 3 2  
L i f e s t y l e  i n v e n t o r y ,  i n  i n s t r u m e n t  
m e a s u r e m e n t  9 8  
L i k e r t  s c a l e  a n d  i t e m ,  i n  
m a r k e t i n g  r e s e a r c h  9 4 ,  9 5 ,  9 6  
L o g i c a l  s e q u e n c e ,  a s  r u l e  i n  r e s t  i n  
p r e s e n t a t i o n  o f  r e p o r t  2 0 8  
L o n g i t u d i n a l  s t u d i e s ,  i n  d e s i g n  o f  
m a r k e t i n g  r e s e a r c h  5 8  
M a i l  q u e s t i o n n a i r e  i n  q u e s t i o n -
n a i r e  a d m i n i s t r a t i o n  7 6  
M a n a g e m e n t ,  a s  d e c i s i o n - m a k i n g  
p r o c e s s  2 0  
M a r k e t  ( T h e ) ,  i m p o r t a n c e  o f ,  i n  
m a r k e t i n g  r e s e a r c h  1 8 5  
n e e d  f o r  m e a s u r e m e n t  o f  1 9 6  
M a r k e t  a u d i t ,  i n  p r a c t i c a l  
m a r k e t i n g  r e s e a r c h  1 9 0 ,  1 9 1  
M a r k e t i n g  d e m a n d ,  i n  m a r k e t  
m e a s u r e m e n t 1 9 8 , 1 9 9  
M a r k e t  f o r e c a s t i n g ,  i n  m a r k e t  
m e a s u r e m e n t  1 9 9  
f a c t o r s  i n  2 0 3 ,  2 0 4  
p r a c t i c a l  a p p l i c a t i o n  o f  2 0 8 ,  
2 0 9 , 2 1 0  
q u a l i t a t i v e  t e c h n i q u e s  i n  2 0 5  
q u a l i t a t i v e  m e t h o d s  i n  2 0 7  
r e a s o n s  f o r  2 0 2 ,  2 0 3  
t e c h n i q u e s  i n  2 0 5 ,  2 0 6 ,  2 0 7  
M a r k e t i n g  m e a s u r e m e n t  2 0 0 - 2 0 2  
M a r k e t  p o t e n t i a l ,  i n  m a r k e t  
m e a s u r e m e n t  2 0 0 , 2 0 1  
M a r k e t  r e s e a r c h ,  c o m p a r i s o n  o f ,  
w i t h  m a r k e t i n g  r e s e a r c h  2 3 ,  2 4  
o b j e c t i v e s  o f  1 6 3  
M a r k e t  s h a r e ,  a s  f a c t o r  i n  
p r o f i t a b i l i t y  1 9 7  
M a r k e t  t e s t i n g ,  a s  t e c h n i q u e  i n  
m a r k e t i n g  r e s e a r c h  1 3 3  
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d e s i g n  o f  m a r k e t i n g  r e s e a r c h  
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O r d i n a l  l e v e l  t e s t ,  i n  t e s t  o f  h y p o -
t h e s i s  1 7 8  
O r d i n a l  s c a l e ,  i n  m e a s u r e m e n t  8 7 ,  
8 9  
O r i g i n ,  a s  c h a r a c t e r i s t i c s  o f  s c a l e  
8 6  
P a c k a g i n g  a n d  d e s i g n  r e s e a r c h  a s  
a s p e c t  o f  m a r k e t i n g  r e s e a r c h  
2 9 , 3 2  
P a i r e d - d e p t h  m a r k e t i n g  r e s e a r c h  
1 6 2  
P a n e l c o n s e n s u s , a s t e c h n i q u e i n  
q u a l i t a t i v e  m a r k e t  f o r e c a s t i n g  
2 0 6  
P a n e l  i n t e r v i e w ,  i n  d a t a  c o l l e c t i o n  
1 4 2  
P a r a m e t e r ,  i n  c o n c e p t  o f  s a m p l i n g  
1 0 8  
P a r a m e t r i c  d e s c r i p t i v e  t e c h n i q u e s  
i n  q u a n t i t a t i v e  r e s e a r c h  1 7 5  
P a r a m e t r i c  t e s t ,  o f h y p o t h e s i s  1 7 8  
P a t i e n c e ,  a s  a t t r i b u t e  o f  e f f e c t i v e  
i n t e r v i e w e r  1 4 6  
P e n e t r a t e d  m a r k e t ,  i n  m a r k e t  
m e a s u r e m e n t  1 9 8  
P e r f o r m a n c e ,  r e v i e w  o f ,  a s  c o m p o -
n e n t  o f  m a r k e t i n g  r e s e a r c h  
r e p o r t 2 2 5  
P e r s o n a l  i n t e r v i e w ,  i n  d a t a  
c o l l e c t i o n  1 4 0  
P h y s i o l o g i c a l  m e a s u r e m e n t ,  i n  
d e p t h  i n t e r v i e w  1 5 3  
P i l o t  s u r v e y ,  i n  m a r k e t i n g  
r e s e a r c h  m e t h o d o l o g y  7 8 ,  7 9  
P l a n n i n g ,  i n  m a r k e t i n g  r e s e a r c h  
i n v e s t i g a t i o n  5 1  
P l a n n i n g  s y s t e m ,  a n d  m a r k e t i n g  
i n f o r m a t i o n  s y s t e m  2 1 8  
P o l i t i c a l  p a r t i e s ,  a s  s t a k e h o l d e r  i n  
m a r k e t i n g  r e s e a r c h  3 8 ,  3 9  
P o l i t i c a l  s t a b i l i t y ,  a s  f a c t o r  i n  
m a r k e t  r e s e a r c h  2 0 4  
P o p u l a t i o n ,  i n  c o n c e p t  o f  s a m p l i n g  
1 0 4  
t r e n d s  a n d  d i s t r i b u t i o n  i n  
m a r k e t  f o r e c a s t i n g  2 0 4  
P o t e n c y ,  a s  f a c t o r  i n  p r e s e n t a t i o n  
o f  m a r k e t i n g  r e s e a r c h  r e p o r t  
2 3 0  
P o t e n t i a l  m a r k e t ,  i n  m a r k e t  
m e a s u r e m e n t  1 9 7  
P o w e r  a p p r o a c h ,  i n  s a m p l e  s i z e  
d e t e r m i n a t i o n  1 1 9 ,  1 2 0  
P r e c i s i o n  a n d  c o n c i s e n e s s ,  a s  f a c t o r  
i n  c o m p i l a t i o n  o f  m a r k e t i n g  
r e s e a r c h  r e p o r t  2 2 3  
P r e - a r r a n g e d  s y s t e m ,  i n  t e l e p h o n e  
i n t e r v i e w  1 4 1  
P r e - j u d g e m e n t ,  b y  i n t e r v i e w e r s ,  a s  
s o m e  o f b i a s  1 4 9  
P r i c e  a u d i t ,  a s  c o m p o n e n t  o f  
m a r k e t  r e s e a r c h  2 9 ,  3 0  
P r i c i n g  s t r a t e g y ,  i n  r e s e a r c h  
s y s t e m  a n d  m a r k e t i n g  i n  
f o r m a t i o n  s y s t e m  2 1 9  
P r i m a r y  d a t a ,  i n  d e s i g n  o f  
m a r k e t i n g  r e s e a r c h  6 4 ,  6 5  
P r o b a b i l i t y  m e t h o d s ,  o f  s a m p l i n g  
1 0 8 - 1 1 1  
P r o b l e m  d e f i n i t i o n ,  a s  s t e p  i n  m a r k e -
t i n g  r e s e a r c h  p r o c e s s  5 2 ,  5 4  
P r o c u r e r s ,  a s  u s e r  o f  m a r k e t i n g  
r e s e a r c h  3 9  
P r o d u c t  d i s t r i b u t i o n  c h e c k ,  l e v e l  o f ,  
i n  m a r k e t i n g  r e s e a r c h  1 9 2 ,  
1 9 3  
P r o d u c t  m a n a g e r s ,  a s  u s e r  o f  
m a r k e t i n g  r e s e a r c h  3 8  
P r o d u c t  r e s e a r c h ,  a s  c o m p o n e n t  o f  
m a r k e t i n g  r e s e a r c h  2 9 ,  3 0  
P r o d u c t  t e s t i n g ,  a s  t e c h n i q u e  i n  
m a r k e t i n g  r e s e a r c h  1 3 2 ,  1 3 3  
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c l a s s i f i c a t i o n  o f ,  i n  r e s e a r c h  
d e s i g n  6 4  
f o r m a t  f o r  c o m p i l a t i o n  o f 2 2 4  
g u i d e l i n e s  f o r  p r e p a r a t i o n  o f 2 2 4  
r u l e s  f o r  p r e s e n t a t i o n  o f  2 2 8 ,  
2 2 9 , 2 3 0  
R e s e a r c h  s y s t e m ,  a n d  m a r k e t i n g  
i n f o r m a t i o n  s y s t e m  2 1 9  
R e s e a r c h  t y p e ,  o f t e l e p h o n e  i n t e r -
v i e w  1 4 1  
R e s p o n d e n t  c o d i n g ,  a s  s o u r c e  o f  
b i a s  i n  i n t e r v i e w  t e c h n i q u e  1 4 8  
R e s p o n d e n t  e r r o r s ,  i n  q u a n t i t a t i v e  
m a r k e t i n g  r e s e a r c h  1 8 1  
R e s p o n s e  b i a s ,  a s  l i m i t a t i o n  o f  
c o n s u m e r  p a n e l 1 2 6  
R e s p o n s e  r e c o r d i n g ,  i n c o m p l e t e  o f ,  
a s  s o u r c e  o f  e i T o r  i n  i n t e r v i e w  1 5 0  
R e s u l t s ,  u n d e r s t a n d i n g  o f ,  a s  f a c t o r  
i n  c o m p i l a t i o n  o f  r e p o r t  2 2 3  
R e t a i l  a u d i t s ,  1 2 9 ,  1 3 0 ,  1 3 1  
R i g h t s  v a r i a n c e ,  1 2 1 ,  1 2 2  
R o l e  p l a y i n g ,  i n  p r o j e c t i v e  
t e c h n i q u e  1 6 0  
S a l e s  f o r c e ,  i n  m a r k e t  f o r e c a s t i n g  
2 0 6  
S a l e s  p e r f o r m a n c e ,  a p p r a i s a l  o f ,  a s  
r e a s o n  f o r  m a r k e t  f o r e c a s t i n g  
2 0 3  
S a l e s  r e s e a r c h ,  a s  c o m p o n e n t  o f  
m a r k e t i n g  r e s e a r c h  2 9 , 3 0  
S a l e s  t e l e p h o n e  i n t e r v i e w  1 4 1  
S a m p l e  1 0 3 ,  1 0 4  
i n  c o n c e p t  o f  s a m p l i n g  1 0 7 ,  
1 1 3 - 1 1 7  
S a m p l e  s i z e ,  d e t e r m i n a t i o n  o f 6 0 ,  
1 1 3 - 1 1 9 ,  1 2 2  
S a m p l i n g ,  m e a n i n g o f 1 0 3  
p l a n  f o r ,  a s  s t e p  i n  m a r k e t i n g  
r e s e a r c h  6 0  
t y p e s  o f 1 0 8 - 1 1 2  
S a m p l i n g  b i a s  1 0 8  
S a m p l i n g  e r r o r  1 0 7  
S a m p l i n g  f r a m e  1 0 6  
S a m p l i n g  p l a n  6 0 ,  1 1 2 ,  1 1 3  
S a m p l i n g  u n i t  1 0 5  
S c a l e  q u e s t i o n ,  i n  q u e s t i o n i n g  
m e t h o d  7 5  
S c a l e s ,  o f  m e a s u r e m e n t ,  i n  
m a r k e t i n g  r e s e a r c h  8 5  
C h a r a c t e r i s t i c s  o f 8 5 ,  8 6 ,  8 7  
f a c t o r s  i n  c h o i c e  o f 9 7 ,  9 9 ,  1 0 0  
l e v e l s  o f 8 7  
S c a r c e  r e s o u r c e s ,  p r o p e r  a l l o c a t i o n  
o f ,  a s  r e a s o n  f o r  m a r k e t  f o r e -
c a s t i n g  2 0 3  
S c o p e ,  a s  c o m p o n e n t  o f  m a r k e t i n g  
r e s e a r c h 4 5  
S e c o n d a r y  d a t a ,  i n  d e s i g n  o f  
m a r k e t i n g  r e s e a r c h  6 5 ,  6 6  
S e m a n t i c  d i f f e r e n t i a l  s c a l e ,  i n  i n s t r u -
m e n t  m e a s u r e m e n t  9 8 ,  9 9  
S e q u e n t i a l  i n t e r v i e w ,  i n  d a t a  
c o l l e c t i o n  1 4 2  
S e r v e d  m a r k e t ,  i n  m a r k e t  
m e a s u r e m e n t 1 9 7 , 1 9 8  
S i g n i f i c a n c e  l e v e l ,  i n  i n f e r e n t i a l  
t e c h n i q u e  o f  q u a n t i t a t i v e  
r e s e a r c h  1 7 7  
S i m p l e  r a n d o m  s a m p l i n g  1 0 9  
S i m p l i c i t y ,  a s  r u l e  i n  c o m p i l a t i o n  
o f  m a r k e t i n g  r e s e a r c h  r e p o r - t  
2 2 9  
S o c i a l  c o n d i t i o n s ,  a s  f a c t o r  i n  
m a r k e t  f o r e c a s t i n g  2 0 4  
S o c i a l  d e s i r a b i l i t y  b i a s  9 6  
S o c i o l o g y ,  a s  s o u r c e  o f  m a r k e t i n g  
r e s e a r c h  t h e o r i e s  2 9  
S t a t i s t i c a l  p a c k a g e  f o r  s o c i a l  
s c i e n c e s  ( S P S S ) ,  u s e  o f ,  i n  
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A n o t h e r ·  B o o k  b y  t h e  A u t h o r  
T h i s  i s  a  c o m p l e t e  t e x t b o o k  o n  m a r k e t i n g  t e c h n i q u e s  t h r o u g h  t h e  
t h r e e  a r e a s  o f  p r e - c o n s u m e r i s m ,  c o n s u m e r i s m  a n d  p o s t -
c o n s u m e r i s m .  T h e  a u t h o r  r e l a t e s  p r a c t i c a l  i n d u s t r y  e x p e r i e n c e  
g a r n e r e d  o v e r  t h e  y e a r s  t o  r e a l - l i f e  m a r k e t i n g  s i t u a t i o n s  i n  o u r  l o c a l  
e n v i r o n m e n t .  T h e  b o o k  t h e r e f o r e ,  i s  a n  a i d  t o  f o r m u l a t i n g  a p p r o p r i a t e  
m a r k e t i n g  s t r a t e g i e s ,  p l a n n i n g ,  c o n t r o l  a n d  m a n a g e m e n t  o f  m a r k e t i n g  
f u n c t i o n s  i n  c o n t e m p o r a r y  b u s i n e s s  o r g a n i z a t i o n s .  
I~ i s  a  m u s t  r e a d  f o r  m a r k e t i n g  m a n a g e r s  a n d  o t h e r  c o r p o r a t e  
p l a n n e r s ,  j u s t  a s  i t  w o u l d  h e l p  m a r k e t i n g  s t u d e n t s  a t  t h e  t e r t i a r y  l e v e l  
i n  t h e  u n d e r s t a n d i n g  o f  t h e  s u b j e c t .  
P u b l i s h e d  2 0 0 4  
3 4 0  P a g e s  
I S B N :  9 7 8  8 0 6 5  1 8  2  
Many people tend to confuse Marketing Research with Researc Methodology, yet they are two distinct 
specialised disciplines. While Research Methodology is 
theoretical, Marketing Research is practical. This book therefore 
seeks to draw upon that distinction to highlight the importance of 
marketing research in the life of every organisation, be it 
manufacturing or service. 
It discusses every aspect, from the development of 
marketing research to its stakeholders, how to write briefs; the 
process, methodologies and techniques of marketing research, 
measurement of instruments in use, samgling tecpniques, data 
collection, qualitative and quantitative methods, market 
measurement and forecasting, marketing information s~stem, 
and how to write marketing research reports. 
At the end of each chapter are revision questions to Help 
the readers who are expected to be principally students of 
marketing and related courses at undergraduate and 
Olanrewaju Samson lbidunni holds B.Sc. (Hons) in 
Business Administration, M.Sc. in Marketing, and Ph.D. in 
Marketing. He is a Fellow of the National Institute of Marketing of 
Nigeria and possesses 18 years' cognate experience in sales 
and marketing-cum-marketing research in such blue-chip 
organisations as Unilever Nigeria Pic, the Portland 
Organisation, IDMS/NIIT, and Doyin Group of Companies at the 
management level. 
lbidunni joined the academia in 1999 and has been using 
his wealth of experience to upgrade and transform the lives of 
the upcoming generation for a better tomorrow both in Marketing 
and other life pursuits. His book, Marketing Management: 
Practical Perspectives, which was first published in 2004, has 
been a major success. He is currently Head of MarketinQ Unit, 
Covenant University, Ota, Ogun State. 
Concept Publications 
